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	This study analyzes the marketing strategies for cayenne pepper in Badung Regency, Bali, to support government policies aimed at enhancing horticultural competitiveness and farmer welfare. Conducted in the production centers of Mengwi, Abiansemal, and Petang, the research utilized a mixed-methods approach incorporating Internal Factor Evaluation (IFE), External Factor Evaluation (EFE), and Internal-External (IE) matrices, followed by a SWOT analysis. The results position the cayenne pepper agroindustry in Quadrant I (Strength–Opportunity), signifying robust internal capabilities and significant market potential. With an IFE score of 2.820 and an EFE score of 2.870, the study identifies high product quality and rising market demand as primary drivers, while production fluctuations and price uncertainty remain key challenges. To optimize this potential, the study recommends a multi-faceted strategy: stabilizing production through strengthened farmer groups, launching chili subscription programs for culinary businesses, and utilizing digital platforms. Furthermore, establishing weekly farmers' markets, fostering partnerships with supermarkets, and diversifying processed products are essential to stabilizing supply and improving the economic welfare of local farmers.
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INTRODUCTION
1.1 Background

Chili pepper (Capsicum frutescens L.) is a national strategic commodity that plays a vital role in food security, food sovereignty, and the Indonesian economy [1,2]. As a key ingredient in various traditional Indonesian dishes, chili peppers are crucial for meeting domestic consumption needs while supporting the economic activities of farmers and agribusinesses at large [3]. The high level of chili pepper consumption results in relatively stable demand throughout the year [4]. In addition to serving as a food ingredient, chili peppers are also a source of income for farmers and horticultural businesses in various production centers [5].
Badung Regency, as a region in Bali Province, has significant potential for developing cayenne pepper. This potential is supported by suitable agro-climatic conditions and the presence of farmers experienced in horticultural cultivation [6]. Furthermore, high local market demand, both for households, traditional markets, and the tourism and culinary sectors, provides an opportunity for this commodity to become a regional flagship if supported by the right marketing strategy [7].
The development of cayenne pepper in Badung Regency from 2019 to 2023 showed fluctuations in harvested area, production, and productivity. The average harvested area reached 120.4 hectares, with an average production of 13,943.8 tons, and an average productivity of 115.51 tons/ha (Table 1).

Table 1. Harvested Area, Production, and Productivity of Cayenne pepper in Badung Regency 2019–2023

	No
	Year
	Harvested Area (Ha)
	Production (Tons)
	Productivity (Ton/Ha)

	1
	2019
	180
	20,887
	116.04

	2
	2020
	127
	15,039
	118.42

	3
	2021
	84
	11,193
	133.25

	4
	2022
	123
	14,532
	118.15

	5
	2023
	88
	8,068
	91.68

	
	Average
	120.4
	13,943.8
	115.51


Source: Central Statistics Agency of Bali Province, 2021–2024

The production and marketing of cayenne peppers face complex challenges, including fluctuating prices, pest and disease attacks, limited access to modern agricultural technology, and lack of knowledge about effective cultivation techniques [1, 2]. In marketing, the dominance of middlemen, limited distribution networks, and low utilization of digital technology mean that cayenne peppers are generally sold fresh without added value, thus reducing farmers' profits [7].
Specifically in Badung Regency, cayenne pepper production does not fully meet local market demand and remains dependent on supplies from outside the region, weakening farmers' bargaining power. Price fluctuations due to weather, harvest seasons, and distribution also contribute to income instability. The intermediary-dominated distribution chain limits farmers' access to transparent price information [7].
In line with the Badung Regency Government's policy of strengthening food security and stabilizing strategic commodity prices, developing the cayenne pepper agribusiness is a crucial step. This effort includes strengthening farmer institutions, providing production facilities, developing agricultural areas based on superior commodities, and providing training and access to capital. However, various marketing constraints still require a more integrated and adaptive strategy [6,7].

1.2  Literature Review

Definition of Strategy
Strategy is a concept that has various definitions according to experts. Winardi and Nahrowi [8] state that strategy is a pattern of targets, goals or intentions, as well as the main policies and plans to achieve these goals. The Big Indonesian Dictionary defines strategy as the science and art of using national resources to implement certain policies, careful plans regarding activities to achieve specific goals, and tactics to obtain advantageous conditions in war or peace [8].
Marpaung [3] defines strategy as a series of integrated and coordinated actions used to leverage core competencies to gain competitive advantage. Hasibuan [5] states that strategy is a comprehensive approach related to the implementation of ideas, planning, and execution of activities over a certain period of time. Mintzberg [6] divides the concept of strategy into five definitions: strategy as a plan, pattern, position, tactic, and perspective.
According to Siagian [9], strategy is a series of fundamental decisions and actions taken by top management and implemented by all levels of the organization to achieve organizational goals. Lawrence and Glueck [6] define strategy as an integrated and comprehensive plan that links the strategic advantages of the organization with the resources it has in order to achieve long-term goals.

Marketing Strategy
Marketing horticultural commodities such as cayenne pepper is an important aspect in increasing farmer income and product distribution efficiency. Research by Sardi et al. [7] shows that implementing a pre-order system in chili marketing can be an innovative strategy to reduce the risk of excess stock and price fluctuations in traditional markets.
In addition, Mulyati found that an efficient marketing channel structure significantly influences the share of prices received by farmers. Marketing strategies include market analysis, market target determination, brand positioning, and marketing mix management (product, price, promotion, distribution) [10].
Tjiptono [11] explains marketing strategy as a tool to achieve company goals by developing sustainable competitive advantages through appropriate marketing programs. Rachmawati [12] adds that marketing strategy includes determining target markets, developing action plans, and allocating resources.
In the context of Badung Regency's cayenne pepper, marketing strategies include market recognition, market segmentation, target market selection, and marketing mix development to enhance product value, expand market share, and increase farmer income in accordance with local government policies. Priority steps include collaboration with suppliers, utilization of online marketing, competition management, supporting facilities such as chillers, and the development of processed products to increase added value and competitiveness [13].
Approaches to Strategy Formulation

Several approaches are used in formulating the marketing strategy for cayenne pepper in Badung Regency:
1. SWOT Approach : Identifying internal and external factors that influence the performance of the agricultural sector.
2. Strengths (Strengths/S) : high quality cayenne pepper, Bali's image, support from the tourism sector.
3. Weaknesses (W) : limited post-harvest technology, limited access to capital.
4. Opportunities (O): market demand for premium cayenne pepper, export potential.
5. Threats (Threats/T): price fluctuations, competition from imported products [13].
6. Value Chain Analysis Approach (Porter, 1985) : Emphasizes the importance of each stage of the value chain from cultivation to marketing to create added value and competitiveness [14].
7. Participatory Planning Approach: Involving all stakeholders (farmers, cooperatives, government, private sector) so that implementation is more effective and sustainable [15].
SWOT Analysis

SWOT analysis is a strategic tool for identifying internal and external conditions in designing organizational development strategies [16]. In the marketing of cayenne pepper in Badung Regency, this analysis is used to identify advantages such as the prime quality of local chilies, recognize weaknesses such as limitations in processing technology, find opportunities in the form of increasing trends in cayenne pepper consumption, and anticipate threats such as fluctuations in market prices [17]. SWOT analysis can be applied simply or in depth according to strategic objectives. One development of SWOT is the Grand Strategy Matrix, which divides an organization's position into four quadrants based on two dimensions: competitive position (X-axis) and market growth (Y-axis). Industries with annual growth of >5% are considered to have rapid growth so that strategies can be formulated according to the quadrants: market concentration, penetration, diversification, and even liquidation if necessary [17]. The Grand Strategy Matrix helps determine effective strategies by considering competitive position and market growth, so that decision-making is more systematic [18,19].

Policy Concept

Policy is a series of actions or decisions chosen and implemented by the government or authorities to solve societal problems for the common good. Dye [20] states that government policy is “whatever the government chooses to do or not to do.” Mc Rae and Wilde [21] add that government policy is a series of government actions that have a significant impact on many people.
In the context of cayenne pepper in Badung Regency, local government policies play a role in: price stabilization, provision of production facilities, farmer development, and marketing facilitation to support local food security [22].

Institutions

Institutions regulate relations and cooperation between business actors, farmers, extension workers, and local governments to increase the productivity and marketing of cayenne pepper [22]. Farmer groups, cooperatives, and the Department of Agriculture play a strategic role in: production management and input provision, monitoring and guidance, increased market access and partnerships with the private sector and financial institutions, as well as the use of information technology and the management of local food stocks. Institutions allow for better coordination, distribution efficiency, and the implementation of product quality standards [22].

The Role of Regional Government and Farmer Institutions
The Badung Regency Government through the Department of Agriculture and Food supports the development of cayenne pepper by: provision of superior seeds and production facilities, cultivation and post-harvest training, and marketing facilitation [22]. Farmer groups and cooperatives act as a link between farmers and the market by providing access to information, logistics,  collective marketing, and opportunities for added value to products [23,24], while land allocation of up to 45 hectares in several sub-districts is carried out as an anticipatory measure against price and supply fluctuations [22].
Opportunities for Developing Cayenne Pepper

The Badung Regency Government has allocated 45 hectares of land for the development of cayenne pepper to anticipate fluctuations in supply and prices [22], while the consumption of cayenne pepper, which is increasing by an average of 7% per year, indicates a very potential opportunity for developing local production [25,26]. In addition, the geographical conditions in the districts of Mengwi, Petang, Abiansemal, and North Kuta support horticultural cultivation, supported by technical guidance and the application of modern technology.
 Problems in Marketing Chili Peppers
Price and supply fluctuations, long and inefficient distribution channels, low product quality due to cultivation and packaging techniques, and limited capital and marketing knowledge [28,29,30]. To address these issues, marketing modernization, utilization of information technology, and strengthening farmer institutions have been proposed as solutions to increase farmer efficiency and income [28,30]. Top of Form


1. 3. Research  Objectives 

The formulation of the research problem is to determine the marketing strategy of cayenne pepper currently implemented by farmers or business actors in Badung Regency, identify internal factors, including strengths and weaknesses and external factors, including opportunities and threats, that affect the marketing of cayenne pepper in Badung Regency, and formulate an appropriate and effective marketing strategy for cayenne pepper in supporting the policies of the Badung Regency government.
The purpose of this study is to identify and analyze the marketing strategies of cayenne pepper applied in Badung Regency, analyze internal and external factors including strengths, weaknesses, opportunities, and threats in marketing cayenne pepper in Badung Regency, and formulate recommendations for optimal and effective marketing strategies for cayenne pepper to support the policies of the Badung Regency government.
This research offers both theoretical and practical contributions by enriching the body of knowledge in agribusiness—specifically regarding market structure, behavior, and performance—while serving as an academic reference for SWOT-based strategic decision-making in the agricultural sector. Practically, the study provides the Badung Regency Government with actionable recommendations for price stabilization and food security, offers farmers and business actors guidance on implementing efficient marketing strategies, and increases public and academic understanding of the vital role of cayenne pepper marketing in regional economic stability..
MATERIALS AND METHODS
Time and Place of Research
This research was conducted over three months, from November 2025 to January 2026. This period was chosen to allow for comprehensive data collection and analysis, while also aligning with the cayenne pepper planting and harvesting cycles in the study area. The research was conducted in Badung Regency, Bali Province, focusing on cayenne pepper production centers prioritized for development by the Badung Regency Agriculture and Food Agency. Specifically, the research locations included Mengwi, Abiansemal, and Petang Districts.

Types and Sources of Data
The data used consists of qualitative and quantitative data:
1. Qualitative Data in the form of non-numerical information related to the development of cayenne pepper, business conditions, equipment, technical implementation, and other aspects relevant to the research.
2. Quantitative Data In the form of numerical data, such as business income, production volume, raw material quantity, selling price, and input price.

Research data sources are divided into:

1. Primary Data: Obtained directly from research subjects through interviews and observations. Field research was conducted in cayenne pepper production centers (Mengwi, Petang, Abiansemal, North Kuta) with 100 respondents, including farmers, farmer group/cooperative administrators, and local traders or middlemen. Respondents were selected based on the following criteria: actively growing cayenne pepper for at least one planting cycle, willing to provide production and marketing information, and officially registered in a farmer group/cooperative.
2. Secondary Data: Obtained from official documents and related literature, such as the Central Statistics Agency (BPS) of Badung Regency, the Department of Agriculture and Food of Badung Regency, the publication “Badung Regency in Figures”, agricultural statistics reports, and previous research.

Research Population and Sample
The research population consists of:

1. Chili farmers and farmer groups/subak in the main production centers.
2. Marketing chain actors range from collectors to wholesalers.
3. Technical officials of the Badung Regency Agriculture and Food Service as policyholders.

The sample was selected using purposive sampling to ensure that respondents were relevant to the research focus. A total of 100 respondents consisted of cayenne pepper farmers, farmer group/cooperative administrators, and local traders/middlemen. The selection criteria were: active cayenne pepper growers, members of farmer groups/cooperatives, and willingness to provide comprehensive information on marketing strategies.
Data Collection Techniques
Data collection using a combination of primary and secondary methods:
1. Interviews were conducted in both structured and unstructured ways with relevant parties. Questions were flexible and assisted by recording equipment and field notes.
2. Observation: 
Direct observation at production centers to study marketing strategies, sales methods, the role of intermediaries, product diversification, and the use of digital marketing. Data was recorded in a checklist format and photographic documentation.
3. Non-interactive technical documentation in the form of direct observation to strengthen the field 
4. Literature Study. A collection of related literature to obtain a theoretical basis and secondary data to support research.
Data Analysis Methods
2SWOT Analysis
SWOT analysis is used to identify strengths, weaknesses, opportunities, and threats in the marketing of cayenne pepper.. Strategies are divided into:
· SO (Strength-Opportunities): Leveraging  strengths for opportunities.
· WO (Weakness-Opportunities): Overcoming weaknesses through opportunities.
· ST (Strength-Threats): Utilizing strengths to face threats.
· WT (Weakness-Threats): Minimize weaknesses and avoid threats.
Identification and Evaluation of Internal and External  Factors
· Factor Identification: Based on literature and field facts, using the listing and checking method (David, 1997).
· Factor Evaluation: Using Internal Factor Evaluation (IFE) and External Factor Evaluation (EFE) instruments to assess the influence of internal and external factors [27, 28].

The factor weight is calculated using the formula:

Rating of each factor: 1 = very weak, 2 = weak, 3 = strong, 4 = very strong [29].
Internal-External (IE) Matrix Analysis
The IE Matrix is used to determine a business's position based on IFAS (internal) and EFAS (external) scores. The resulting coordinates indicate the company's strategic position, which forms the basis for formulating descriptive strategies.
SWOT Matrix
The SWOT matrix aligns internal and external factors to generate strategic alternatives. The SWOT table is structured as follows [30]:
From this matrix, five alternative marketing strategies for cayenne pepper in Badung Regency were determined by considering natural, human, and institutional resources [14]..



	Factor
	Internal
	External
	Strategy

	Strength (S)
	Main internal factors
	External opportunities (O)
	SO: leveraging strengths for opportunities

	Weakness (W)
	Main internal factors
	External opportunities (O)
	WO: overcoming weaknesses with opportunities

	Strength (S)
	Main internal factors
	External threats (T)
	ST: using strengths to face threats

	Weakness (W)
	Main internal factors
	External threats (T)
	WT: minimize weaknesses and avoid threats



Institutional Analysis
Institutional analysis was conducted descriptively and qualitatively to describe the role of institutions in cayenne pepper marketing [25]. The analysis steps follow Wahyuni [26]:
1. Data Collection: Through interviews with farmers and managers of farmer groups/cooperatives.
2. Data Reduction: Simplifying and selecting field data.
3. Data Presentation: Presented descriptively according to the research problem.
4. Conclusion Drawing: Compared with the theory to determine the role of institutions.

Operational Variables

Table 2. The operational research variables are explained as follows:
	No
	Variables
	I indicator
	Parameter
	Measurement

	1
	Strategy
	Strength
	Chili pepper production, credit access, selling prices, extension, fertilization techniques
	Qualitative

	
	
	Weaknesses

	Packaging techniques, education level, adoption of science and technology, pest control, prices of production facilities, land conversion, weather, farmer development
	Qualitative


	
	
	Opportunity
	Agroclimatic, socio-culture, Tri Hita Karana, attractive packaging, local/domestic/international markets, consumer interest, regional economy, access to capital
	Qualitative

	
	
	Threat
	Export market networks, post-harvest infrastructure, government role, product competition, export quality, domestic/global market prices, exchange rates, credit facilities
	Qualitative






RESULT AND DISCUSSION
This study analyzes the marketing strategy for cayenne pepper in Badung Regency using the Internal Factor Evaluation (IFE) , External Factor Evaluation (EFE) , and SWOT approaches. The analysis aims to support local government policy in developing this commodity.

Internal Factor Analysis (IFE)
Table 3. Internal Strategy Factors (IFE)
	No
	Strength
	Weight
	Rating
	Score

	1
	The quality of the cayenne pepper is very good
	0.085
	4
	0.340

	2
	The marketing network is well established
	0.080
	4
	0.320

	3
	Farmer knowledge and experience
	0.060
	4
	0.240

	4
	Availability of superior seeds
	0.055
	4
	0.220

	5
	Government support
	0.050
	4
	0.200

	Total Strength
	
	
	1,320



	No
	Weakness
	Weight
	Rating
	Score

	1
	Limited capital
	0.060
	2
	0.120

	2
	Limited packaging technology
	0.055
	2
	0.110

	3
	Promotion is not optimal
	0.040
	2
	0.080

	4
	Limited direct market access
	0.040
	2
	0.080

	5
	Lack of farmer training
	0.040
	2
	0.080

	Number of Weaknesses
	
	
	0.470



Total IFE = 2,820, indicating a fairly strong internal condition with dominant strength.

External Factor Analysis (EFE)
Table 4. External Strategy Factors (EFE)

	No
	Opportunity
	Weight
	Rating
	Score

	1
	Market demand is increasing
	0.090
	4
	0.360

	2
	Government policy support
	0.070
	4
	0.280

	3
	Potential of processed products
	0.070
	4
	0.280

	4
	Access to capital/credit
	0.070
	4
	0.280

	5
	Marketing through social media
	0.060
	4
	0.240

	Number of Opportunities
	
	
	1,440




	No
	Threat
	Weight
	Rating
	Score

	1
	Price uncertainty
	0.075
	2
	0.150

	2
	Pest & disease attacks
	0.070
	2
	0.140

	3
	Climate change
	0.065
	2
	0.130

	4
	Policy changes are not supported
	0.050
	2
	0.100

	5
	Limitations of control technology
	0.050
	2
	0.100

	Number of Threats
	
	
	0.620



Total EFE = 2.870, indicating opportunities are more dominant than threats.

SWOT analysis
Based on IFE and EFE, the position of cayenne pepper is in Quadrant I (Strength–Opportunity), so the right strategy is market development.

Table 5. SWOT Matrix of Chili Pepper Marketing Strategy
	IFE/EFE
	Strength (S)
	Weakness (W)

	Opportunity (O)
	Expanding marketing, utilizing networks, government support, processed products, digital marketing
	Utilizing capital/credit, farmer training, packaging technology, promotion, direct market access

	Threat (T)
	Maintaining quality, active farmer groups, government support, marketing networks, product diversification
	Reducing dependency on intermediaries, pest and disease control technology, price information systems, post-harvest strategies, government cooperation




E Matrix (Internal–External)

With an IFE score of 2.820 and an EFE score of 2.870, cayenne pepper is in Quadrant V, so the appropriate strategy is to hold and maintain. This strategy emphasizes:
1. Maintaining internal strength
2. Improve weaknesses gradually
3. Conducting market penetration, market development, and product development
This strategy aims to maintain marketing sustainability while increasing the competitiveness of cayenne pepper commodities in Badung Regency.
CONCLUSION
Based on the results of the analysis and discussion, the conclusions regarding the marketing strategy for cayenne pepper in supporting the Badung Regency Government's policies are as follows:
1. Strategic Positioning: Although the industry occupies Quadrant I (Strength-Opportunity), its potential remains underutilized. Current marketing is limited by traditional distribution and a lack of digital integration. To optimize growth, strategies must shift toward targeted market development—specifically servicing the tourism, hotel, and restaurant sectors—while expanding geographic reach through modern digital channels and cooperative partnerships.
2. Factor Analysis & Priority: With an IFE score of 2.820 and an EFE score of 2.870, the industry’s high product quality and rising demand are offset by fluctuating production and price uncertainty. The strategic priority is to stabilize the supply chain by strengthening farmer groups and implementing "chili subscription programs" for direct sales to households and culinary businesses.
3. Policy Recommendations: To enhance farmer welfare and regional competitiveness, the local government should facilitate weekly farmers' markets, establish partnerships with supermarkets, and provide training in product diversification (e.g., packaged chili sauce). Integrating digital promotion and institutional strengthening through cooperatives will ensure a more resilient and sustainable marketing ecosystem.
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